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Abstract  
 
 
 
This paper empirically examines several factors that influence consumer satisfaction in the 
context of small independent retailers in township economy. Guided by the Stimulus-
Organism-Response model (S-O-R) and the burgeoning practice in consumer experience 
literature, this study investigates the role played by consumer experience, consumer 
participation and consumer advocacy in influencing consumer satisfaction. A quantitative 
study was conducted using a sample of 500 consumers from two largest townships in South 
Africa. Data was analysed through Structural Equation Modelling (SEM). The key finding is 
that consumer experience has a positive and significant impact on consumer satisfaction. It is 
important that small retailers start involving consumers in the product or service delivery 
process, as co-creation can lead to consumers reciprocating by spreading positive word of 
mouth, which in turn influences patronage intention.        
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Introduction  
 
Scholars (McColl-Kennedy, Gustafsson, Jaakkola, Klaus, Radnor, Perks & Friman, 2015) 
point out that consumer experience has developed into a key focus area of both research 
management practice and contemporary marketing service. Consumers no longer purchase 
products or services solely for their features and benefits (Lee & Lim, 2017). As a result, 
retailers are increasingly realising that to achieve growth and profitability, customer experience 
is the key determining factor (Bolton, Gustafsson, McColl-Kennedy, Sirianni & K. Tse, 2014). 
Therefore, building superior lasting consumer experience is a dominant concern in retail 
management; and majority of marketers and managers have identified that enhancing consumer 
experience is imperative for consumer satisfaction (Bolton et al., 2014; Kumar, Pozza & 
Ganesh, 2013). The Stimulus Organism-Response model (S-O-R) suggests that the 
environmental stimulus such as experience factors affects an individual consumer’s emotional 
state (Vieira, 2013). In this study, the emotional responses refer to the consumers’ interaction 
and advocacy. This in turn influences approach or avoidance responses (Lin & Bennett, 2014). 
Approach behaviours, which is the outcome of this study (satisfaction), represents positive 
actions that might influence the consumer to make a particular decision.  For an instance, to 
stay loyal to or purchase from the small retailer.    
Although prior studies have focused on using the S-O-R model as theoretical framework to 
understand consumer behaviour, especially in the retailing environment (Chang, Eckman & 
Yan, 2011; Sadachar & Konika, 2017; Thang & Tan, 2003). There is a dearth of studies on the 
application of the S-O-R model in the small retailing interface, particularly in the emerging 
markets - African literature. Independent small retailers fall into the Department of Trade and 
Industry’s definitions of small, medium, and micro Enterprises (SMMEs) (Makhitha, 2016). 
SMMEs are associated with job creation and economic empowerment within the 
underprivileged communities, especially in rural and township areas (Kongolo, 2010). 
However, literature reveals that the business environment of small retailers in developing 
countries has not been well studied (Boulaksil, Fransoo, Blanco & Koubida, 2014). This study, 
therefore adopts the S-O-R model as a theoretical framework in order to understand consumer 
behaviour. Hence making it crucial to investigate further, the impact of consumer experience 
(stimulus), consumer participation and advocacy (organism) have on consumer satisfaction, 
particularly within the small retail sector in South Africa.      
Literature review and conceptual framework    
 
Consumer Experience and Consumer Satisfaction 
 
As it stands, creating a superior consumer experience is the main objective in the current 
retailing environment (Verhoef, Lemon, Parasuraman, Roggeveen, Tsiros & Schlesinger, 
2009; Paredes & Yi, 2016). Experiential offers are expected to produce several other benefits 
for organisations, such as increased consumer satisfaction (Ali, Kim, Li & Jeon, 2016). 
Therefore, it is hypothesised that: 
H1: there is a positive relationship between consumer experience and consumer satisfaction  
 
Consumer Participation and Consumer Satisfaction 
Customer interaction, especially in a service context (Straus, Robbert & Roth, 2016), has a 
positive effect on consumer satisfaction (Bellingkrodt & Wallenburg, 2015). Close interaction 
with consumers can prompt higher consumer satisfaction, as consumers receive support and 
attention from an organisation (Chan, Yim & Lam, 2010). It is therefore hypothesised that:   
H2: Consumer participation increases consumer satisfaction.  
Consumer Advocacy and Consumer Participation 
 
According to Sheth, Sisodia and Sharma (2000), advocacy approach integrates consumer 
consultants or trusted advisors who seek to support consumers in making superior buying 
decisions and maximizing value. Working with customers to create the service offering, and 
thus, the firms’ ability to manage the service delivery process through customer participation, 
is a critical delivery mechanism (Ngo and O’Cass, 2013). Therefore, it is hypothesised: 
H3. Customer advocacy positively affects customer participation.     
 
Consumer Satisfaction and Consumer Advocacy   
Advocacy implies that organisations partner with their consumers based on the expectation that 
satisfied consumers will discuss their positive partnership with the company with others (Roy, 
Eshghi & Quazi, 2014). Therefore, it is hypothesised that:   
H4: Consumer advocacy has a positive relationship with consumer satisfaction  
 
 
 
 
 
 
 
 
 
 
 
Methodology 
Measurement items for the constructs were adapted from prior studies (Lin, 2016; Yeh, 2016; 
Nanda, Kuruvilla & Murty, 2013). Data were collected in two major townships in South Africa. 
Considering the nature of small businesses operating in townships and the inadequacy of 
resources in terms of keeping customer records or databases, it was not possible to obtain such 
a database. Thus, convenience sampling was utilised as it allows the researchers to collect 
information that they would not normally have access to if probability-sampling technique 
were to be implemented (Tucker, Windapo & Cattell, 2015). A total of 500 surveys were 
collected among shoppers above the age of 18.   
 
Confirmatory Factor Analysis (CFA) was assessed to test the reliability and validity of the 
constructs in the measurement model. Reliability of the constructs was tested using Cronbach’s 
alpha (α) and composite reliability, as shown in table 1 the indicators are greater than 0.6 (Roy, 
Eshghi & Quazi, 2014; Zait & Bertea, 2011), which further strengthens the assessment of 
reliability of the constructs. The validity of the constructs was examined using convergent and 
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Figure 1: Conceptual Model 
discriminant validity. Table 1 demonstrates that convergent validity is satisfied as the indicators 
are above 0.5 as recommended by (Field, 2005). Discriminant validity was measured using the 
Average Variance Extracted (AVE) and Inter-Construct Correlation Matrix. As shown in both 
Table 1 and Table 2, the AVE for the three constructs is above 0.5 as recommended by Fornell 
and Larcker (1981). 
 
Table 1: Factor Analysis Results  
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Participation (CP)  
CP1   
 
0.857 
 
 
0. 867 
0.699 0.654    
  
0.622 
CP2 0.739 0.664 
CP3 0.848 0.754 
CP4 0.858 0.732 
Consumer Experience 
(CE)  
 
 
 
 
 
CE1  
0.802 
 
 
0.789 
 
 
0.670 0.629  
0.428 CE2 0.671 0.587 
CE3 0.665 0.618 
CE6 0.654 0.575 
CE7 0.610 0.530 
Consumer Advocacy 
(CA)  
 
 
 
 
 
CA1  
 
0.884 
 
 
0.879  
0.660 0.643  
 
0.512 
CA2 0.716 0.715 
CA3 0.706 0.682 
CA4 0.684 0.627 
CA5 0.722  0.698 
CA6 0.765 0.701 
CA7 0.745 0.642 
Consumer 
Satisfaction (CS)  
 
 
 
CS1  
 
0.834 
 
 
0.834 
0.668 0.584   0.502 
CS2 0.636 0.604 
CS3 0.739 0.660 
CS4 0.764 0.651 
CS5 0.731 0.673 
 
Table 2: Inter-Construct Correlation Matrix    
Research Constructs CP CA CE CS 
CP Pearson Correlation 
Sig. (2-tailed) 
1.000 
 
   
CA Pearson Correlation 
Sig. (2-tailed) 
0.515** 1.000   
CE Pearson Correlation 
Sig. (2-tailed) 
0.472** 0.600** 1.000  
CS Pearson Correlation 
Sig. (2-tailed) 
0.484** 0.523** 0.534** 1.000 
Structural Equation Modelling was executed to assess the study’s conceptualised research 
model. The results showed an acceptable fit between the data and the model: chi-square value 
over degrees = 506,158 (181 degrees of freedom), CMIN/ DF= 2.796; GFI = 0.91; TLI = 0.96; 
CFI = 0. 93; NFI = 0.90; RMSEA = 0. 06. As presented in Table 3, the hypotheses was 
examined and analysed using path modelling in AMOS 25. The path coefficients reflect the 
strength between the latent constructs, which denotes that the higher the value, the stronger the 
relationship. In order to test whether the hypotheses was supported or not, the p-values were 
analysed and the supported hypotheses are indicated with the three asterisks (***), which signify 
the corresponding significance level.     
 
Table 3: Hypothesis test Results  
 
Hypothesised 
relationships   
Hypotheses  Path  
Coefficients (β)  
P-values Supported / Not supported  
CE→ CS H1   0.968 *** Supported and significant    
CP→CS H2    -0.25 0.532 Not supported  
CA →CP H3 0.853 ***    Supported and significant    
CS →CA H4    0.795 ***    Supported and significant    
  
Discussion and Managerial Implications      
 
A key finding of this study is that there is a positive and significant influence of consumer 
experience and consumer satisfaction (β = 0.968; p = 0.01) which is in line with a study 
conduced by  Paul, Sankaranarayanan and Mekoth (2016), that shopping experience and 
ambience of the store are the two main factors that determine consumer satisfaction in retail 
outlets. Furthermore, the positive and significant relationship between consumer advocacy and 
consumer participation (β = 0.853; p = 0.01)  shows that in order for the consumers to spread 
positive word of mouth or advocate for the brand to other consumers, they continuously have 
to be included as co-creators of the product or service offerings. The positive and significant 
relationship between consumer satisfaction and consumer advocacy (β = 0.795; p = 0.01) 
signifies that when consumers spread positive word of mouth, they demonstrate signs of 
satisfaction with the small independent retailer. It is therefore advised that small independent 
retailers pay attention to how they can improve consumer experience in order to satisfy 
consumers. Moreover, independent retailers can also conduct satisfaction surveys regularly in 
order to encourage consumer participation in the product and service offering process. This 
study proposes a possible model for the development and growth of small independent retailers. 
With the current development and focus on township economy by the South African 
government, the SMME policy makers could adopt this model and include it in their training 
programmes for the advancement of small business and entrepreneurs operating in townships. 
Further research can replicate this study in other service sectors and industries or other 
emerging markets.      
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